














COMPILED BY MELANIE MONTGOMERY 








Month 


Page 





ADVERTISING & PROMOTION 
Signs that sell 

Competition 

Advertising an image 
FoodService/Supermarkets 
Selling ideas that work 


March 
April Part II 
May 

June Part II 
July 


F20-F22 





BAKERY 


Randall’s bakeries provide a 
preview of the ’90s 
FoodService/Supermarkets 


March 
June Part II 





BRANDS 
Private label is alive and well 


February 





CHAINS 
The new breed: 374 outstanding 
chain store managers 


April Part I 





CHECK CASHING & EFT 

Choosing the right check 
verification system 

EFT/POS: Is it right for you? 


August 
December 


126-133 
23-26 





COMBINATION STORES 
A diverse Holiday mix 


May 


107-110 





COMPETITION 

Competition 

Is turf war looming in battle for 
business? 

Competition: Intense and 
non-traditional 

The lessons of Indianapolis 


April Part II 
May 


July 
September 


19-22 


197-200 


20-26 
71-76 





COMPUTERS 
The benefits of networking 
The price is right. Right? 
Managing MIS priorities 
Electronic mom & pop 
Electronic home shopping: 
Which way to the future? 
The return of stockouts 


February 
April Part I 
May 

May 


May 
July 


55-56 
42-43 
23-24 
94-104 


121-127 
28-32 








CONSTRUCTION & REMODELING 

Remodeling: A choice for the 
times 

Blueprints for success 


February 
June Part I 





CONSUMERS 

Consumer spending drops 
Operations 

Consumers 

Rethinking the shopper 
Database marketing demystified 


April Part II 
April Part II 
April Part II 
May 
November 





CORPORATE PROFILES 

Dahl’s declares itself quietly 

Full service with a personal 
touch 

It’s all in the execution 

A style all their own (Stew 
Leonard’s, Publix, Carr’s, 
Cub, Fiesta, Gelson’s, 
Homeland, Lunds, Price 
Chopper, Xtra) 


February 


April Part I 
April Part I 


September 





DAIRY-DELI 

Tom Thumb promotion 
provides big boost for charity 

FoodService/Supermarkets 

The biggest cheese 


March 
June Part II 
November 


F14-F18 





DEALS & ALLOWANCES 

Cashing in on manufacturer- 
supported promotions 

Buyer/seller relations 

Bridging the gap 

Measuring the power of 
promotions 


January 
April Part II 
May 


June Part I 





DEMOGRAPHICS 
For the record 


April Part II 





DESIGN 

Striking a design balance 

Everything you should know 
about checkstands 


January 


October 





F = FoodService/Supermarkets section 


PROGRESSIVE GROCER @ JANUARY 1990 
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EQUIPMENT 
Rolling with the punches 
Costs and prices 


February 
April Part II 


101-105 
35 





FOOD SAFETY/NUTRITION 

Food safety: Ignorance is risk 

Sophisticated shoppers— 
sticky issues 


January 


September 


39-42 


175-179 





FRONT END (see also SCANNING) 

Choosing the right check 
verification system 

Using bells and whistles 

Everything you should know 
about checkstands 


August 
September 


October 


126-133 
79-81 


18-29 





GENERAL MERCHANDISE 

Upscale kitchen centers boost 
chain’s housewares 

Twists and turns on the road to 
video stardom 

Stationery hits a high note 

Coming soon: More promotion 
for video rental 

Non-foods outlook: Continued 
success in the "90s 

Battling the new discounters 

A prescription for the "90s 

Non-foods promotions reach 
new heights 

Pharmacy hits its stride at Publix 

Supermarkets focus in on photo 
minilabs 

Boosting publications’ sales 

A lesson in back-to-school 

Non-Foods Category Review 


January 


January 
February 


February 


March 
March 
March 


April Part I 
May 


May 
July 
July 
August 


103-108 


109-112 
125-130 


133-137 
107-110 
110-114 

118 


144-147 
173-181 


183-192 





GOVERNMENT REGULATIONS & RELATIONS 


Solid waste: The problem you 
can’t ignore 
Outlook 


March 
April Part II 





GROCERY INDUSTRY TRENDS 

A decade of hope and worry 

Non-foods outlook: Continued 
success in the "90s 

A prescription for the 90s 

The sign of the times: 
Help wanted 

56th Annual Report 

Bridging the gap 

A woman’s place 

Electronic mom & pop 

Blueprints for success 

Competition: Intense and 
non-traditional 

Consolidations: The urge to 
merge continues 

Sophisticated shoppers— 
sticky issues 

The decade of the fresh and fast 

1989 Nielsen Review of Retail 


January 


March 
March 


April Part I 
April Part II 
May 

May 

May 

June Part I 


July 
August 


September 
October 


29-36 


107-110 
118 


97-100 
1-51 
26-35 
37-42 
94-104 
98-104 


20-26 
102-106 


175-179 
31-38 


Index 


Month 








Grocery Store Trends Part I 
What’s in store for the core 
1989 Nielsen Review of Retail 

Grocery Store Trends Part II 
Outlook 1990: 

Questions abound 


October 
November 


November 


December 





HEALTH & BEAUTY AIDS 

HBA posts solid third quarter 
gain 

HBA leaps 11.1% in fourth 
quarter 

The sky’s the limit for HBA 

HBA off to a fast start in 1989 

Non-Foods Category Review 

A merchandising portfolio for 
HBA 

Alexanders rides the HBA 
bandwagon 

HBA posts modest gain 

When ethnic merchandising is 
not just a sideline 


January 


April Part I 


~ June Part I 


June Part I 
August 


September 


October 
October 


December 


111-118 


129-134 
138 


109-114 





HYPERMARKETS 
Hypermarkets 
Fiesta steps out of the inner city 


April Part II 
November 


9 
49-52 





INDEPENDENTS 
Outstanding independents: 
Dressed for success 
It’s all in the family 
(Rice’s Super Valu) 
Growing pains in Phoenix 
Divide and conquer 
(Strack and Van Til) 
This little store does big 
business (Ro-Jacks) 
A capital idea (Bonfeld) 
Starting up your own store 
‘It was numbing’ (Lunardi’s) 
Independents with style 


March 


May 
May 


May 


June Part I 
August 
October 
December 
December 


25-70 


54-60 
113-116 


203-206 


85-88 
143-144 
81-86 
31-34 
99-107 





IN-STORE EATING 

Lunds shoppers dine in art deco 
splendor 

In-store restaurants: Are they 
worth the investment? 


January 


May 


F1-F18 


F1-F12 





MANUFACTURER-RETAILER RELATIONS 


Centers of controversy 

Buyer/seller relations 

Bridging the gap 

Changing values in changing 
times for business ethics 

The return of stockouts 

Buying and selling: A new 
chapter 


January 
April Part II 
May 


June Part I 
July 


November 


57-64 
23-26 
26-35 


30-36 
28-32 


40-46 





MARKETS 

For the record 

New York: Exciting changes— 
boring market 

Everything’s up-front at Marsh 


April Part II 


August 
Septem er 


46-50 


113-124 
F1-F16 


PROGRESSIVE GROCER @ JANUARY 1990 








Month 





The changing face of southern 
California 

Fiesta steps out of the inner city 

Outlook 1990: Questions 
abound 

Independents with style 


October 
November 


December 
December 





MERCHANDISING 

Stir up extra sales with summer 
tie-ins 

Pizza 

FoodService/Supermarkets 

1989 Merchandising Manual 

Everything’s up-front at Marsh 


May 
May 
June Part II 
September 
September 


F15-F22 
217-218 
1-30 
29-108 
F1-F16 





MERGERS & ACQUISITIONS 

Bridging the gap 

The case for leveraged 
buyouts—and change 


May 


26-35 


50-52 





NEW PRODUCTS 
Bridging the gap 


26-35 





PERSONNEL 

Overcoming labor woes with 
smiles and style 

Labor shortage has wide 
ramifications 

The sign of the times: 
Heip wanted 

A woman’s place 

“We try harder’ (Ray’s Sentry 
Markets) 

Making good managers 

Providing service (with a smile) 
is expensive 


January 
March 


April Part I 
May 


May 
October 


December 


47-50 
114-116 


97-100 
37-42 


155-158 
113-120 


90-97 





PRICES & PRICING 
Costs & prices 


April Part II 


35-39 





SALES (by category) 
1989 Supermarket Sales Manual 
Non-foods Sales Manual 


July 
August 


47-150 
21-94 





SCANNING (see also COMPUTERS) 

Using bells and whistles 

Everything you should know 
about checkstands 


September 


October 


79-81 


18-29 





STORE OF THE MONTH 

Applying conventional wisdom 
(Almacs, Cranston, R.I.) 

How Nemenz sells ’em in Salem 
(Salem, Ohio) 

An Xtraordinary experience 
(Margate, Fla.) 

When is a hypermarket not a 
hypermarket? (New Orleans) 

Superstore breaks new ground 
(Lima, Ohio) 

A store for the future 
(Portland, Ore.) 

The big squeeze 
(Plainville, Conn.) 


PROGRESSIVE GROCER @ JANUARY 1990 


January 
February 
March 
April Part ! 
May 

June Part I 


July 


86-92 
114-122 
87-94 
102-108 
163-169 
90-96 


34-42 
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Page 





An American dream come true 
(Mechanicsville, Va.) 

Against the grain (Utica, N.Y.) 

Meeting the challenge 
(Modesto, Calif.) 

Taking upscale downtown 
(Philadeiphia) 

Old world ways for a new 
generation store (Houston) 


August 
September 


October 
November 


December 


134-140 
169-172 


103-108 
30-36 


16-22 





VIDEO RENTALS 

Twists and turns on the road to 
stardom 

Coming soon: More promotion 
for video rental 

Hy-Vee grabs the reins of video 
rental 


January 
February 


November 


109-112 
133-137 


61-68 





APPENDIX I 

See these regular departments: 
Commentary 

Firing Line 

Food Industry Forum 


FoodService/Supermarkets (bi-monthly) 
GM/HBA (Inside Non-Foods, Towne-Oller, Ads That Sell) 


Grocers & Government 
Meat ‘alk 
Merchandising The Store 
New Items 

Produce Talk 





APPENDIX I 

Advertising supplements: 

Here’s to health and happiness 

Specialty foods in supermarkets 

The lighter side of meat 

Focus on photo 

Reeling them in with seafood 

Quenching America’s thirst 

Winning formula for non-foods 

Non-foods come of age 

The 1989 FMI convention 
spotlights non-foods 

Non-foods: Strong & growing 

IDDA celebrates 25 years 

Cigarettes & tobacco 

Video comes of age 

Merchandising with a foreign 
flavor 

Playing to win 

Nothing to sneeze at 

Going with the grain 

Keeping profits popping 

Winning strategies 

Specialty foods in supermarkets 

Aboard the brand wagon 

Frozen foods: The explosion 
continues 

Oral hygiene gets a good 
check-up in supermarkets 

Family planning 


January 
February 
February 
February 
March 
April Part I 
April Part I 
April Part I 


April Part I 
Apiil Part I 
April Part I 
April Part I 
May 


May 

June 

July 
August 
August 
September 
September 
September 


October 


October 
October 


77-84 
37-48 
81-90 
109-113 
97-105 
30-40 
A3-A5 
A8-A12 


Ai6-A20 
A24-A30 
112-134 
138-142 
137-150 


M3-M10 
53-74 
151-156 
99-100 
147-152 
123-156 
M1-M8 
161-167 


59-78 


99-100 
123-126 


111 





